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Humor for Collections . . . see page 28 
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SHORT 


NOTES 


DEPARTMENT 


() GET GOING on the monthly roundup 
of news items and comments on things 
of interest to direct mail people. Read 
this department with a pencil in your 
hand. Check the squares where you 
or your secretary should do something 

. such as ask for a sample or further 
information. In that way you will be 
multiplying the value of your subscrip- 
tion to The Reporter. 


eee 


“) NOTE OF CAUTION! Jack Tillotson 
of Modern Handcraft. 2401 Burlington 
Street, North Kansas City 16, Missouri 
put over a good point at January meet- 
ing of Hundred Million Club. (Many 
ether good points, too, previously cov- 
ered in December Reporter.) As soon 
as increased postage rates became a 
certainty. we all started talking about 
methods to reduce costs, cut corners, 
etc. Don't go too far. It might be you 
are not spending enough .. . on each 
mailing or per piece. Jack told about 
a test they are running vith four color 
envelopes versus their old style plain 
envelope. So far... the four color job 
is pulling more orders per thousand 
- more than enough to pay increased 
cost. There will be other items about 
this subject in the months to come. 


—_ 
eee 


[] CONGRESS will get a shot in the 
arm about equitable postal rates .. . 
if one advertising man and direct mail 
devotee gets his way. Jack (J. B.) 
Sebrell (advertising agency). 300 South 
Los Angeles Street. Los Angeles 13, 
California is running for Congress in 
the twenty-third district. He says: “If 
elected, you bet your bottom dollar that 
I am going to try to do something about 
the postal situation.” Here's hoping! 


eee 


[) QUITE A DEPARTURE from the usual 
was the form letter from the Office of 
Commissioner of Internal Revenue en- 
closed this year with all tax blanks 
mailed to individuals. Hope you all 
read it. Not a bad letter . . . outlining 
reasons why we should be careful in 
making our returns. Can't help adding 
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however . . wouldn't it be fine if 
there was an accurate record of the 
expenses of the Post Office? How many 
million letters does the Treasury De- 
partment mail per year? How many 
million from the Agriculture Department. 
Veterans, Commerce, National Produc- 
tion, Defense, Labor, etc.? All without 
postage. The Post Office carries it all 
FREE without any accounting. Then 
the Post Office is supposed to run with- 
out a deficit on the money it collects 
from the rest of us who pay for postage. 


eee 


] JOSEPH FLIGMAN. president of 
James Davis, Inc., 1400 Milwaukee Ave- 
nue, Chicago 22. Illinois (one of coun- 
try’s largest wallpaper wholesalers) 
issues a monthly 4 by 9! inch, 3-wing 
type house magazine. Always lively 
and interesting. A good personalizing 
stunt was used in January 1952 issue. 
Front page carried a New Yecr's mes- 
sage, letter style in a box. The plate 
used in address'’ng each issue was im- 
printed above the message. It was 
an idea of Tony Kostelnick. who handles 
the mailing department. Caused him 
extra work ... because each copy had 
to be matched with the envelope. 


eS 
eee 


] ADDRESSOGRAPH PLATE IMPRINT- 
ING for personalizing can be dangerous 
if you don’t watch out for details. Larry 
Brettner’s wile recently engaged a new 
laundry service when they moved from 
New York to Washington to accept a 
job at American Aviation Publications. 
When she received a welcoming mes- 
sage as a new customer... the plate 
imprint above the letter read: 

Mrs. L. L. Brettner, B1402 

6513 36th St. 9 
Arlington 7. Va. PSSS 
No Starch In Shirts 1-52 
Dear Mrs. Brettner: 


— 
eee 


[) NEWSWORTHY. Ata recent meeting 
of the National Council of Mailing List 
Brokers, courageous action was taken 
to avoid disputes between members 
- +. Or to settle disputes before they get 
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serious. The members unanimously 
elected C. H. Ruby of James True Asso- 
ciates to act as arbiter. They all agreed 
to abide by his decisions. Incidentally 

. it is a great tribute to Hank Ruby. 
But he deserves it. Always fair. Other 
associations could well follow suit. We 
have seen some very silly arguments 
develop into expensive legal actions. 
Friendly and sensible arbitration can 
quickly solve most cases. 


SHORT SAYINGS provide the theme 
for a series of postal cards mailed at 
frequent intervals by Oimstead & Foley 
1200 Second Avenue South. Minneap- 
olis, Minnesota. Standard display head- 
ing: “Unquote. Then four short sayings 
relating to life and advertising. such 
as: “Too many of the things people 
know about advertising aren't true.” 
Always interesting. Can be read in 
less than a minute. Keeps the O4&F 
agency name before customers and 
prospects in a friendly. economical way. 


“DISTURBED AND SHOCKED.” That's 
what a subscriber of ours in England 
said he was when he discovered his 
subscription agents had made a mis 
take. They sent his renewal to that 
other Reporter on 42nd Street in New 
York. When he got the different maga 
zine he thought his old friends at this 
Reporter had gone berserk. But every- 
thing is straightened out now. Warning 
again: if you deal with a subscription 
agency be sure to order The Reporter of 
Direct Mail Advertising. 53 Hilton Ave 
nue, Garden City. N. Y. 


ROBERT M. GRAY. advertising and 
sales promotion manager of Esso Stand 
ard Oil Company. has been named gen 
eral chairman for the 48th Annual Con 
vention of the Advertising Federation of 
America. which will be held at the 
Waldorf-Astoria Hotel in New York June 
8 to 11, 1952. (For more information 
about coming conventions see page 36.) 


NOT FOR CHILDREN is the joke 
book (paper bound 6 by 9 inches. 56- 
pages) recently issued by D. R. “Mac” 
McCleary. editor of “Parts Pups.” the 
monthly h.m. of Genuine Parts Com- 
pany. 475 West Peachtree. Atlanta. 
Georgia. As reported previously. “Mac” 
dreams up one of the darndest house 
magazines in the country. It goes to 
automobile service station personnel. 
Every issue contains jokes and Iphilers. 
which most h.m. editors would not dare 
to print. “Mac” decided to combine 
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the jokes of the past three or four years 
into one booklet ... but he developed 
a gag for controlling its distribution. 
To get the booklet his readers must 
purchase one of the following three 
items: Waxing Kit ($2.06), First Aid Kit 
($2.83) or an Automatic VW/indshield 
Washer ($7.21). This reporter settled 
for the First Aid Kit ... but we are 
having trouble keeping our copy of 
the joke book. If you haven't seen a 
copy of “Parts Pup”. . . better write to 
“Mac” and beg him for a sample 


WARNING TO SUBSCRIBERS in New 
York and Chicago areas! In sev- 
eral recent issues we have told you how 
the Federal Trade Commission and the 
Post Office Department have cracked 
down on the publishers of phony direc- 
tories ... the folks who send you cir- 
culars which look like invoices, asking 
for payment of your listing in a local 
trade directory. Pasted to this “invoice” 
is your listing in the yellow pages of 
the classified telephone directory. The 
Post Office issued several fraud orders 
and the FTC ruled against this clip- 
and-paste practice. This warning is 
to tell you to be careful of a new line 
of action developed by the gyp artists 
to get around the Federal Trade ruling. 
We have samples from both Chicago 
and New York areas where the pro- 
moters now photostat the telephone di- 
rectory page and paste the photostat 
of your listing on the phony bill. In some 
other cases they actually set your name 
and proof it on yellow paper. claiming 
they have run your listing free-of-charge 
in the first issue. There is never a first 
issue and you are simply getting a fake 
proof. Warn your accounting office to 
be very careful of all “bills” for direc 
tory listings. 


THE DEATH OF Charles Bethge was 
a shock to all his friends. This re- 
porter learned belatedly that he passed 
away on December 10, 1951. He was 
one of the top executives of the Chicago 
Mail Order Company (Aldens, Inc.) but 
he was perhaps better known as a cru 
sader for fair and equitable postage 
rates and regulations. He was chair- 
man of the board of the National Coun- 
cil of Business Mail. At one time he 
was vice president and chairman of 
the executive committee of the DMAA. 
He will be missed by his many friends 
in direct mail. 


GOOD PICKING AGAIN! In the Au 
gust 1951 Reporter we made quite a 
fuss about the “Rabbit Habit” campaign 
originated by Ed Wescott, advertising 
manager of Bankers Life Insurance Com 
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pany of Nebraska, Lincoln. Nebraska. 
It is always encouraging to have our 
opinions confirmed officially. We just 
learned that at the last annual meet- 
ing of the Life Insurance Advertisers 
Association. Bankers Life received the 
top award of excellence for the most 
meritorious preparation. use and dis- 
play of material to motivate agents. 
We are now wonderng what Ed Wes- 
cott will come up with next. 


A SENSE OF HUMOR gets attention 
. . « especially in these days of trials 
and tribulations. People who have re- 


ceived business correspondence from 
a small businessman in Oakland. Cali 
fornia get a chuckle from the light- 
touch ending: Howard Baby Furniture 
Store. (Signed) J. Howard, Head Baby. 


FLUORESCENT PRINTING, lighting 
and materials seem to be the rage. If 
you are interested in the subject. write 
to Ultra-Violet Products. Inc., 145 Pasa- 
dena Avenue, Pasadena. California for 
interesting circular describing what you 
can do with Blak-Ray lighting and with 
Ultra-Violet paints. No immediate direct 
mail application excep! possibly invisi- 
ble inks. But wonderful for dispicys. 


eee 


SCHOYER’S VITAL ANNIVERSARIES 
(1952 edition) is now available. This 
is the Sth consecutive year that Will 
and Maxine Schoyer have published a 
directory listing all the important anni- 
versaries around which news stories. 
articles. or advertisements can be 
slanted. The enlarged edition for 1952 
is priced at $4.50 per copy. Can be 
purchased directly from the Bureau of 
Business Practice, 100 Garfield Avenue 
New London. Connecticut. 


eee 


[™ ADD TO DIRECT MAIL MAGICIANS 
the name of Leslie P. Guest. who is in 
the Direct Mail Department of Alfred 
Allen Watts Company. Inc., 740 Wash- 
ington Avenue. Belleville 9, N. J. In 
our January issue listing we omitted 
his name, although we have known for 
years that Leslie was for eleven years 
a national secretary of The Society of 
American Magicians. He should join 
Luke Kaiser, Abe Mitchell, Bill Wah! and 
Mack Beresford at the Wushington Con- 
vention. Incidentally. Leslie Guest is 
now performing some feats of magic 
with his own direct mail production. 
He sent us a complicated three-sheet 
affair which is difficult to describe. All 
three sheets were printed on both sides 
in two colors and assembled together 
all at the same time on ono press... 
a@ special press for printing office forms 


at low cost. [If you are interested in 
seeing samples, write to the magician. 
Here is the design which is printed on 
Leslie Guest's professional card under 
the heading. “Can You Read This?” 


It contains an actual message of eight 
words (including initials). Try it. It's 
easy to read when you know how. 


THE ORGANIZATION AND OPERA- 
TION of an industrial advertising de- 
partment was carefully explained and 
pictured in a 12-page feature story in 
the December 1951 issue of “Torch.” the 
professionally perfect magazine of the 
Milwaukee Advertising Club. The ar- 
ticle was planned and written by Ad- 
vertising Manager Arthur R. Tofte, Gen 
eral Machinery Division of the Allis- 
Chalmers Mig. Co., Box 512, Milwaukee 
2. Wisconsin. Charts show organization- 
al setup. A series of 31 specially posed 
pictures take the reader through a 
guided tour of a busy advertising de- 
partment. If you write to Arthur, he 
might be able to supply you with re- 
print. Well worth having. 


a 
eee 


] CRUSADE FOR 1952. We mentioned 
this before . . . but it should be re- 
peated. Every person connected with 
direct mail should at intervals do two 
things: (1) Arrange to have one of your 
friends order something from your con- 
cern, or have him ask for information. 
or make a complaint. Find out exactly 
what happens. How is the order or 
inquiry handled? How does it look? 
You may be surprised. The office or 
shipping routine may be breaking down 
er destroying the good will you are 
building up in promotion. (2) Call 
yourself or other sales officers of your 
concern on the telephone. What kind 
of telephone manners are the habit of 
your employees? Do the employees 
irritate customers by making it difficult 
to get calls through? Some of the big- 
gest men in business are the easiest 
to reach. Some little pipsqueaks with 
Napoleonic complexes, or too-conscien- 
tious secretaries. wreck their advertis- 


ing promotion by deplorable personal 
telephone contacts. Don't let it happen 
in your business. That is a crusade 
worth working on. 


eee 


WATCH OUT for the charity drives 
using the technique of high-pressure 
telephone solicitation. Many of them 
are phony. Don't promise anything on 
the telephone. If at all interested. de- 
mand a letter with complete details of 
the charity and who is behind it. One 
recent campaign irritated a lot of peo- 
ple. Those who asked for details by 
mail received a letter thanking them 
for their “promise to contribute.” Then 
demanded a check. 


J7d 


ANOTHER IDEA BOOK well worth 
having is being distributed by Irving 
Levy. Inc., 670 Fifth Avenue. New York 
19. N. Y. It is a sample portfolio called 
“Idea Stimulator.” In the pocket are 30 
8'/xll sheets giving copy and expla- 
nations on 30 different ways to increase 
reply card percentages. Write to Irving 
Levy for descriptive literature for this 
and other idea portfolios. 


) ONLY RAY OF SUNSHINE in the 
present postal situation is ... there has 
been no increase in the cost of air 
mail and air parcel post. And you can 
still ship as much as 70 pounds by air 
parcel post without worrying about the 
class of post office. The Air Transport 
Association of America. 1107 Sixteenth 
Street, N. W.. Washington 6. D. C. is 
making hay out of the situation by tell- 
ing businessmen about these advan- 
tages in well-written letters and circu- 
lars. If you haven't received latest 
mailing. write to M. F. Redfern for a 
sample. 


WHAT IS INDUCEMENT? We un- 
derstand that some retail liquor dealers 
are afraid to use permit business reply 
envelopes in their mailings to customers 
for fear of violating one of the rules 
of the Alcoholic Beverage Control 
Board. Liquor dealers are not allowed 
to offer anv “inducement” to a customer. 
How a business reply envelope could 
be considered as an “inducement” is 
beyond us. It is simply a convenience 
furnished to customers for ordering or 
sending checks. It isn’t any more of 
an “inducement” than the liquor deal- 
ers’ messenger service, which makes it 
easy for the customer to order by phone. 
Note: The A.B.C. has just ruled that it 


“has no objection.” That settles the argu- 


ment. 
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MARJORIE DENT CANDEE has retired 
after 23 years devoted to fund raising 
and publicity for Seamen's Church In- 
stitute of New York. She deserves a iare- 
well and good luck salute from every- 
one in direct mail. She did so much to 
raise the sites of charitable solicita- 
tions. No one could compla‘n about 
her use of the mail. It was always tops 
in honesty and sincerity. In private 
life Marjorie is the wife of the Reverend 
John Walter Houck. pastor of Pilgrim 
Congregational Church, the Bronx. Un- 
derstand she will keep her finger in the 
pie by devoting a little of her time to 
free lance writing. Good luck! 


SPEAKING OF FUND RAISING ... 
we like the prospectus supplied by Wil- 
liam M. Proft Associates, 14 Prospect 
Place. East Orange. N. J. to their cus- 
tomers and prospects. On four pages, 
Bill Proft explains his sensible and 
sound theories about fund raising. He 
also furnishes a well-organized, four- 
page information outline with many 
questions which must be answered be- 
fore any programing can start. Bill 
has also tied up in some manner with 
our old friend Matthew P. Adams, for 
merly of the New York Childrens Aid 
Society. but who now operates at 26 
North Mentor Avenue. Pasadena |, Calli- 
fornia. With these two fellows guiding 
fund raising thinking on the East and 
West Coasts, the Better Business Bur- 
eaus should have less and less com- 
plaints. 


WHAT'S THE READERSHIP of your 
letters? That is always a debatable 
question. Is it 25 per cent. or 50 per 
cent, or how close can you approach 
100 per cent? A. August Tiger, 545 
Fifth Avenue. New York 17. N. Y. has 
just issued an interesting 16-page bul- 
letin titled: “Showmanship in Sales Let 
ters.” It's a result of surveys August 
has made during the last several years 
on the readership problem. Gives some 
valuable suggestions on the use of 
appropriate “stoppers” to increase read- 
ership. Worth having in your library. 
No cost if you write on your business 
letterhead. 


HEY! YOU! SEE! SO! is suggested 
as another formula for letter writers 
who get tired of Attention-Interest- 
Desire-Action . . . or Picture-Promise- 
Prove-Push. Charlie Shaw of Beloit. 
Wisconsin sent it in. Says it's used 
by Walter S. Campbell to summarize: 
(1) catching the reader's attention: 
(2) assuring him that what you have to 
say concerns him: (3) getting down to 
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cases by bringing forward facts. ideas. 
or emotions that will hold his attention; 
and (4) suggesting a cause of action 
or an attitude of mind derived from and 
justified by what you have shown him. 


MAGAZINE INSERTS are now being 
promoted in an attractive, 20-page, 8'/2 
x 11 booklet issued by the members of 
the Planned Advertising Roundtable 
group. Well-written copy and illustra- 
tions show the advantages of using 
inserts in trade or general publications. 
. . » how those inserts can be adapted 
er changed around to be used for pro- 
motional folders, mailing cards, counter 
displays or calendars ... thus spread- 
ing the original cost over several appli- 
cations. Specific illustrations proving 
these points should be valuable to many 
advertising managers. Get a copy by 
writing to Don Molitor of the Jaqua 
Company. 101 Garden Street, S. E. 
Grand Rapids 2, Michigan. 


THE NEW YORK TIMES’ Promotion 
Department does a consistently out- 
standing job with direct mail. The con- 
tinuous campaign (directed to many 
types of lists with hand-tailored pieces) 
is perhaps the largest and most compre- 
hensive staged by any publisher. But 
the Promotion Department outdid itself 
in celebrating the Times’ 100th Anni- 
versary. Spectacular ... were the 
two books produced by Simon & 
Schuster and around which promotion 
revolved. A hard-cover book of 559 
pages told “The Story of The New York 
Times.” Sells for $5. A paper-bound, 
8'/xll book of 112 pages. titled: “100 
Years of Famous Pages” .. . reproduced 
the 100 most sensational front pages 
of last 100 years. Fascinating to read. 
Should be in every library. 


CONFUSED THINKING. A recently 
received form letter has this first para- 
graph: “Gentlemen: May I refer you to 
my letter of last year and my booklet. 
We Started Early.’ which I sent you if 
you have not definitely decided on your 
commemoration of your 100th Anniver- 
sary.” Just what did the writer want to 
put across? We think we know but are 
not sure. HKemind yourself to examine 
your own first paragraphs . . . the most 
important part of your letter. Are they 
clear? 


A BIG PROBLEM in industrial adver- 
tising has been the difficulty of present- 
ing the story of a large industry with 
multifacet operations. We like the way 


the problem was solved for International 
Steel Company of Evansville, Indiana 
by Alan Brentano of Keller-Crescent 
Company, 20-26 Riverside, Evansville 
8. Indiana. International is primarily 
a steel fabricator. but it also makes re- 
volving doors, industrial doors. steel 
buildings. aviation buildings. railroad 
car parts and other steel products for 
builders. To put this complex story 
across to its many and varied types of 
customers and prospects. International 
produced a 44-page. 8'/:xll, plastic- 
bound book titled: “This Is International 
Steel.” Actually a catalog where a 
buyer of steel or steel parts can find 
word-and-picture examples of many dif- 
ficult steel problems and how each was 
solved. There are no pictures of officers. 
directors or executive personnel. It is 
entirely devoted to information that may 
be of value to International's customers. 


A CUT-OUT BRUSH .. . 8/2 inches 
long. is attached to letter mailed by 
Paul Bringe sales manager of Milwau- 
kee Dustless Brush Co., 530 North 22 
Street. Milwaukee 3, Wisconsin. A good 
example of getting realism into a de- 
scriptive letter. The printed cut-out 
shows bristles clearly. The rib. or steel 
back, is a fold of the cut-out. Lift it 

. and you can see how bristles are 
handstitched into block of the “Speed 
Sweep” brush. Makes the well-written 
letter even more convincing. 


PHILATELISTS have trouble with 
rackets too. There's a hot story in the 
December issue of “The World Stamp 
Market” (published by The Gossip 
Printery. Inc., Holton, Kansas) by our 
friend Herman Herst. Jr., of Shrub Oak. 
N. Y. Tells about a politician's pal 
who defrauded hundreds of dealers and 
stamp collectors with phony ads and 
merchandise. Swindled at least $12.000. 
When caught and convicted was let off 
with nothing more severe than proba- 
tion. Even though restitution was not 
made, court later revoked order and dis 
charged the culprit from probation. No 
wonder Herman and other dealers are 
incensed. 


LONG TIME CALENDARS are mak- 
ing an appearance. The H. T. White 
& Co. (specialists in hotel and club 
printing). 5 Beekman Street. New York 
7. N. Y. issued a 4!/2 by 10'/2 inch wall 
card on which appeared the calendars 
for 15 years. But The Greenbrier Hotel, 
White Sulphur Springs. West Virginia 
has them all beat. Their 30-page. 3 by 
5% inch booklet contains calendars 
good for two hundred years (from 1801 
to 2000). Twelve-month schedules are 
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listed on each page. In the margin of 
each page is a list of the years during 
which the particular page is applicable. 


eee 


THE LITHOGRAPHERS NATIONAL 
ASSOCIATION are conducting their sec- 
ond National Offset-Lithography Awards 
Competition. There will be three awards 
in each of eighteen classifications . . . 
including direct mail, annual reports, 
point-of-purchase material, posters, com- 
mercial stationery, book jackets, house 
magazines, etc. Any user. creator or 
producer of offset lithography can sub- 
mit specimens produced during the 
calendar year of 1951. Get entry blanks 
and details from Floyd Maxwell at As- 
sociation headquarters (420 Lexington 
Avenue, New York 17. N. Y.) 


PARCEL POST SHIPPERS who must 
now know the classes of post offices in 
order to determine allowable weight of 
packages, can obtain from the Superin- 
tendent of Documents, Government 
Printing Office, Washington 25, D. C. 
a Directory of all First Class Post Offices 
with Named Stations and Branches. 
Price is 25¢. Shipments between offices 
of the first class are limited to 40 pounds 
in first two zones and 20 pounds beyond 
(72 inches in length and girth com- 
bined). At all other offices not listed 
in the Directory, packages will be ac- 
cepted at the 70 pound limit (100 inches 
in length and girth combined). 


eee 


A NEW SHORT COURSE for mailing 
room personnel is being conducted by 
the Post Office Department. BUT you 
will have to live in Canada to profit by 
it. The Public Relations Department of 
the Canadian Post Office. headed by 
David Adamson, is offering this course 
at all major Post Offices. Firms can sign 
up to send mailing room personnel to 
the classes conducted by postal officials. 
Covers complete explanation of mail 
handling . . . including proper layout 
and arrangement of mailing room fur- 
niture and equipment. Includes cost- 
saving systems and devices. Something 
similar should be done by the U. S. 
Post Office ... but there is no Public 
Relations Department. So hats off again 
to Dave and his enthusiastic assistants 
who are “selling” the Canadian Post 
Office. 


SPEAKING OF CONVENTION RE- 
PORTING (as we are on page 28), a pat 
on the back should also go to the 
Printing Industry of America. 719 Fif- 
teenth Street. N. W., Washington 5, 
D. C. Reports of the Boston Convention 
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held last October are now reaching 
members. Proceedings were separated 
into four topical divisions . . . and four 
separate 8!/.x1l pamphlets have been 
printed. Most of the speeches have 
been reproduced in full (three columns 
to the page in sma!! type) without in- 
troductions or extraneous material. A 
good job. 


LEE TRENHOLM died suddenly on 
January 9, 1951 .. . and left a great big 
void in the Canadian direct mail fra- 
ternity. This reporter will miss his 
friendly letters and constant encourage- 
ment. A short note about him seems 
so inadequate. Lee was born in Nyack, 
N. Y. In early life was a newspaper 
reporter. At one time helped Frank 
Tupper promote the National Business 
Show. Became a Canadian in 1938. 
At his death was advertising and public 
relaiions manager of Provincial Paper 
Company. Toronto . . . where he ori- 
ginated and promoted the successful 
annual Canadian Direct Mail Leaders 
Contest. Ten days after we received 
notice of his passing . . . the last issue 
of his famous house magazine arrived 
in our mail . . . bearing his cheerful 
front page editorial and familiar signa- 
ture. Lee's wife is director of education 
at Royal Typewriter Company Limited. 
To her . .. our sincere sympathy. He 
was a great guy. He did much for 
direct mail. 


}] ADVANCE NOTICE OF MOVING 
was handled in an expert manner by 
Luise Storz and Alma Underwood, who 
operate Lettercraft in Chicago. A spiral- 
bound, 1952 desk calendar had this 
wording at the bottom of the January 
page: “Still at 180 West Adams Street.” 
February page stated: “February 29th 
—Our Moving Day.” March read: “Now 
in State-Madison Building. 22 West 
Madison Street.” More detailed infor- 
mation about the move was printed on 
separate sheets in front of these three 
months. 


(] MAGNIFICENT ... is the only word 
to describe souvenir portfolio dreamed 
up by Charlie Morris of Reinhold Gould 
for the Ben Franklin Week dinner of 
New York Employing Printers. At end 
of dinner . . . carts moved among tables 
distributing large envelope to each 
guest. Inside a pocket-type portfolio 
made of black heavy cover paper. On 
the cover a dramatic four-color, silk 
screen of Ben Franklin head, designed 
by Martin J. Weber and produced by 
Supreme Displays, Inc., 520 West 43 
Street. New York. So beautiful .. . it 
brought a quick and sensational hush 


(Continued on page 38) 


America taes 
business on 


Nekoose 


For letterheads and 
most other business 
stationery, you will 
find that pre-tested 
Nekoosa Bond is a 
better paper to work 
with—and the best 
paper to work on... 
= oan 





IT PAYS TO PLAN WITH YOUR PRINTER 


MADE IN U.S.A. 


NEKOOSA-EDWARDS PAPER CO., PORT EDWARDS, WIS. 








the Drab Surface 
; Hidden Riches! 


In the lower Transvaal town of Potchefstroom, South Africa, lives 


a teen-age boy with the most remarkable eyes in all the world. 


Pieter van Jaarsveld can see beneath the surface of the earth! 
His vision penetrates far, far down . .. hundreds of feet into the 
. to disclose hidden veins of water, 
diamonds, gold, oil and coal. The success of young Pieter is 
phenomenal. In his last 200 divinations he has failed but 10 times! 


barren backveld soil 


“sees” the 
looks like a beam of light 


How does he do it? Pieter doesn’t know. He says he just 
water or minerals. “Water,” he says, “ 
on the surface.” 


Diamonds are flashing white spots easy to see. Gold, oil and 
coal look very much alike. Gold resembles a black vapor. Oil is even 


darker. Coal is lighter than either. 


This gift of X-Ray vision has been given to only one man in all 


recorded history. How fortunate it would be if all men possessed 
that they might see beneath 


so that they had the power to peer through drab 


the eyes of Pieter van Jaarsveld, so 
the surface 
envelopes and behold the valuable contents which often lie 
hidden within 


However, there's another way to let men of normal vision discover 


It's the TENSION way 
envelopes as bright and compelling as their contents 


the precious contents of a mailing 
Enve lope Ss 


designed to draw attention and encourage opening. 


Tension knows what it takes to make an envelope arresting and 
inviting. Years of experience, and the skill to create and produce 
envelopes of outstanding effectiveness make Tension your best 


source for envelopes that get results! 


7 


ee 
= for every business use 
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TENSION ENVELOPE Corp. 


Louis 10, Me 
Des Moines 14, Iowa 
Kansas City ®, Me 


thver 100 Kepresentatives Selling Direct te User 


Fifth Ave New Vork 34, N. ¥. © S001 Southwest Ave = 


North Second, Minneaupeli« I Minn. © 1912 Grand Ave 


ith & Campbell Sts 


HOW AN ENVELOPE GAVE 
A CLUE TO HIDDEN RICHES 


A leading manufacturer decided to test plain vs 
illustrated envelopes in a mailing designed to sell 


Part of the list received 
a broadside in a plain 
corner card envelope... 


The rest of the list 
received the same 
broadside in an illus- 
trated envelope 


THE ILLUSTRATED ENVELOPE 
PULLED 334% BETTER! 


This mailing brought live inquiries from 15% of the 
entire list. The only variant in the test mailing was 
the envelope ... therefore, the envelope alone was 
responsible for the big }4 increase 


HERE IS THE FIR 


-"“BETTERK RESULTS 


Tension Envelope Corp. 

(Factory nearest you), Dept. ti-2 

Send me my free copy of ENVELOPE ECONO 
MIES...Tension's periodic publication of sugges 
tions and ideas for making mail more effective 


Name 

Firm 

Address 

State 


— Zone 





MAILING LISTS . . . DANGER 
SPOT OF DIRECT MAIL 


By Lawrence G. Chait 


Some twelve years ago in a speech 


made here in Boston, Perry Prentice, at 
that time Vice-President and Circula 
tion Director of Time Inc., said “selling 
by letter is designed to give the basis 
for a lasting, friendly relationship be 
tween our company and its customers.” 


That basic philosophy has character 
ized Time's Direct Mail efforts through 
the years. With some justice it might 
be said that the growth of Time publi 
cations can be attributed to the success 
ful use of direct mail more than to any 
other single, non-editorial factor 


Because of confidence in the medium 


as one which best serves a highly spe 
cialized function in circulation building, 
Time is interested in all that goes on in 
the held of mail selling 

Because of the conviction that mailing 


tor 


lists are a most important single tac 


in a successful direct ma program, 


Time is intimately concerned with the 
science of list building and list usage 


And further, because letters ar ck 
signed “to give us a basis for a last 
triendly relationsh p between our com 
pany and its customers” we are con 
cerned with mailing lists as 
the type of people who will read Time 


Inc. publications and read 


people 


sistently 

Over the years direct 
ing has reached a very 
D rect mal 


have come to know how to apply 


| 
fessionals 


eflectiveness 
latively scientific techn ques to copy, 
art and production. We have accumu 
lated a vast store of nior 
postage color, size, shape 
mantics, gadgets, offers, rates 
things which make up tl 
of “sell” in the mails 

And yet in the midst of 
gress in our held the 
building and list usage 
behind 

It is my thesis that we mu 
this situation quickly in our j; 
terest—tor time and economics may 
well bear heavily upon us in the coming 

r & 

months and years. 
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In the period from 1920 to 1950 the 
dollar volume expended on mail order 
and direct advertising in the U. S. has 
gone from $ 194,000,000 to $919,000,000 

and it is estimated that the dollar 
volume in 1951 went over one billion 
dollars. (It did.) 


In the same period third class mai 
volume has grown from some three 
billion seven hundred and fifty million 
pieces annually to an estimated ten 
billion three hundred and fifty million 


pieces in the mails in 1950. 


To understand these statistics in their 
full significance, we may say that mail 
order and direct advertising now in 
volve the expenditure ot upproximately 
5 of all dollars spent on all torms o 


udvertising in the U. S. each vear 


Aside from the question of dollar 
expenditure, it is apparent that the huge 
number of advertising impressions 
made through. the mails begin to as 
sume mayor significance in the pattern 


of national adve rising communications 


This growth obviously has its posi 
tive factors in terms of the recognized 


eflectiveness of an important idver 


tising medium designed to reach special 
groups. On the other hand, these figures 


illustrate the extent of our 


problem 
n terms of current competition in tne 


and possil ven more serious 


in terms of the public relations prob 
lems of the direct mail industry. 


Public Relations in the Mails 
Some congress onal comments during 
the recent postal rate hearings indicate 
to me that some of our “loose” direct 
mail practices are beginning to come 


} 


home to aunt us 


Current direct mail volume would 
indicate that every family and firm in 
the U. S., as an average right across 
the boards, receives about 200 pieces of 
We know that in 


1 ! ‘ 
spite of that seemingly large volume of 


direct mail per year 


mail, we are st ll able to operate proni 
Yet that num 


ber of mail contacts can and does butid 


ably through the mails. 


up a reservoir of public resentment as 
well as a reservoir of public good will 

Obviously public resentment can be 
created by poor products, poor perform 
ince and tailure to meet in both spirit 
and letter the obligations we have un 
dertaken in our mail offers Sut be 
yond that are other areas of public re 
sentment created by the very consider 
able annoyance factors of duplication, 


} 


incorrect addressing, solicitation mail 


to those k ng deceased, ete. 

Thus the validity of our lists is im 
portant not only in the sense that lists 
which are properly maintained and ac 

satieal led make { salle 
curately compiiec nake tor more Ssaies 
more important—that 


such proper usage keeps us in the good 


but poss bly 


graces of people who are our present 
and prospective customers. 
Operating costs in the direct mail 


held, as in every other, have been going 


steadily | gher and our margin ol proht 


wn slimmer and slimmer \s 

ised competition nthe 

mails an ncreased competition tor 
mail reading time, we shall be hard put 
to maintal even our current narrow 
margin fit in direct mail usaye 
If we « lic this problem turther 


< resentment, then c 





REPORTER'S NOTE: Larry Chait appeared 
before the Mai! Selling Club of Boston e 
page 35) on January 9. 1952. By all reports 
he threw a bombshell which provoked 
a loud and long question and answer debating 
sion The talk should be printed here 
even though some of the points may be con 
sidered controversial Mailing Lists are a 
problem . so let's be honest and try to 
lick the problems openly and frankly 
Larry Chait. in case any of you don't know 
is immediate past president of The New York 
Hundred Million Club. He is a member of 
the Treasury Department's committee of direct 
mail counsellors. He is a circulation execu 
tive of Time. Life and Fortune at present 
gaged in a tal study of mailing 
lists . . . a study which when completed may 
be of grect value to everyone who uses 
the mail. 
Read his suggestions tolerantly and of 
course our pages will be open for resulting 





rebuttals. suggestions or discussion 
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liscriminatory 


uch conditions we 


lists 


, , , : 
ind how we ntain and employ them 


Because ot criousness of this prob 


n, | ! 1 ! 1 moment to the 


question « ind ch 


1 Spx il tactor 


Duplication and Change 
as a Special Factor 


d numbers 0 


il mailing season 


ous problem ot inter, intra 
list duplication and tor 


ire currently involved 


m exper t designed to provide 


lefinit is to the exter 


cation on some 4,000 000 
| ditterent 
loyed for TIME’s Spring 


It \W ] “« 


som 34 


SOTTIC 


wures are in hand 


Sate assumption 


may 


nvolved in this check 
168.000 


the total 


out sone names, there were 


22,000 duplicates or 13 
that 
small test of the duplication factor and I 

lie that as 


ind in 


ipproximately 


Bear in mind this is a relatively 
t reasonable to assume 
} s 1 
v¢ number ot lists 
¢ quantities involved, we shall 
ot duplic ates ra 
sing 


y ri 
actor of dup! 


the 


So muc! 


cation, 


mut beyond this there is irea ol 


we of address—and here we com 


pound the economic waste 

By example, the Chicago Post Office 
rently reports some 650,000 removal 
er year—and that does not in 
he tolks who forgot to file 
the 


other changes that occur: 


ntentions nvriad 
Philadel 


mtices 


or 


300,000 
York, 


country. 


removal 
500 000 


i reports 
New 


roes across the 


rd se 


nual vy 


Dun and Bradstreet recently revealed 


US community average ol 


ness 
6,000 daily changes including 
s, withdrawals and 


\s de 


n credit standing, 


changes 


standing from the 


change 
annual 


an turnover ot 


hrms added or withdrawn 


Dun and Bradstreet Reference 


Why Buy Nixies? 


recently beet 


S SINCE 


conomic Waste re 


sented e duplication factor—as 


xtween irious mail ny lists employed 


1 piven period; ind d iplic ition ol 


various outside our current 


subscriber files. indicated, 


taking steps to delineate the 


we are 


extent and cost of such duplication. 
Even more serious, in our opinion, 
represented by 


We 


intra 


s the economic wast 


poor list maintenance. recently 


did some check ny as to list du 


plication group ot typical lists we 
intra-l 


on a 


had rented st duplications, of 


the 
than once 


course, DbeIng i} pe irance ol same 


on the same list 
th 


name more 


Here are some ot the figures we came 


up with a list of 70,000 names ws 
found almost 2,000 duplicates within the 


12.000 


on 


inother list of 
| 


list itself; on 
names, 700 duplicates; on a list of 5,000 


names, 700 duplicates; on another list ot 
4,300 names, 500 duplicates 


All of the list 


very 


owners involved 


this serious ftatlure to manta 


‘ ! 
themselves 


How 


lists properly 


mail 


mailing are 


prominent order sellers. 


an they justity such carelessness 


how can they t lling sucl 
; 


to Ut 


plicates 
these lists in 


In addition to checki 
| 


of intra-list duplication, we 


been much interested in current nixic 


percentages, 1c. deliverable names 


} 


The undel veranic percent ives Vary all 


over the lot but on a typical group of 


miscellaneous lists the overall average 
the 


of nixies was 7 best 
" 


maintained list 


1872 








pHOT 


DENGRAVER 


460 W. 34th ST., N. Y. C. 
LONGACRE 4-2640 








centage was 3! 
atrocious examples ol 
came up with 23.5°_ nix 

It seems to me that ever 
and every list compiler w 
list available to other 
moral obligation to keep 
shape; to maintain it on 
weekly basis. How els 
tinue to profit in this business 
we are all so deeply involv 

It is a short sighted ph 
deed, tor list owners or 
take the position that 
“caveat emptor” applies 
buyers beware” is a most 
philosophy to apply it any 
mail order business; and 
mail order practitioners, 
our part to stamp out that pl losophy 
wherever it makes an ap 

] have th § serious 
consideration in that 

Let list owners 

sponsible for 

in mailing nixies 

By that I don’t mean t 
that the list owner wil 


of one or one and a halt ce 

undel verables. It costs most 

4'¢ to 7¢ per piece to get these worth 
less names into the 1 
gesting that we be 
tor ill waste 
minimum percer 
reducible and 
factors 

In no other held 
buyer expected, year 
to accept worthless 
even worse expected 
good money into ¢ 
usable material 

Why should the | 


free in this c nnection : 


Current Mailing List Sources 
and Practices 


Rental th 


Exchange 
Direct purchase 


Compilations 


Use of House 
Let 
detail 
tiplicity ere room 
to their relative value 
1. Rental Through Broke 
With the formation of the National 


Council of Mailing List Brokers there 


has come about some valuable 
organization in the owner-ren 
tionship At their best, mailir 
brokers perform a | 


ferreting out new s« 
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Returns increased 
by the 
RIGHT Envelope 


EWve LOPE provucts| 
ano PURPOSES 


This 144-page, pocket 
size Handbook — con- 
cise, complete, author- 
itative — is crammed 
full of new profit op- 
portunities for you. 





Anything that brings a direct mail advertiser that 
kind of bonus is worth looking into, isn’t it? The 
answer — proved by tests on lists up to 250,000 - 
was a Self-Seal*return envelope 

That is only one of the many opportunities for 
better business and better profits — from the use 
of the RIGHT envelope for the job — to be found 
in the U.S.E. “Handbook of Envelope Products 
and Purposes.” 

It pays to use the RIGHT envelope. And now 
U.S.E. makes it easy to find just the right envelope 
for every job 

If you have already received your copy of the 
U.S.E. “Handbook of Envelope Products and Pur 
poses,” you'll find a description of the envelope 
used in the above case on page 38. If you don’t 
have yours, ask your printer or paper or envelope 
merchant to reserve a copy for you 


UNITED STATES ENVELOPE CO, 


14 Divisions from Coast to Coast 
SPRINGFIELD 2, MASSACHUSETTS 








Price only $2.00 postpaid 


Black & White, Benday & Color Process 


us your check 


Telephone MU 9-8585 


GET THE FACTS 
ABOUT PHOTO-ENGRAVING! 


Answers to hundreds of photo-engraving question 
e available to you now, in 8 pages—lavishl 
secated ia ti - hit nd « , st dror 

, it ’ ’ | J froy 
ler in the next mail 


HORAN ENGRAVING COMPANY, INC. 


44 WEST 28th STREET, NEW YORK 1, N.Y 
Branch Office: MArket 2-4171 
“24 HOUR SERVICE" 

















150,000 
Children Of Executives 


HOW WOULD you like to reach the same 
families which care being solicited by 
scores of the finest retailers. private 
schools. etc.? Because of our dealings with 
the big life insurance companies during the 
past 20 years we have the ncmes of some 
thing Lke 150.000 youngsters—trom infancy 
through coliege—in families where the in 
come ranges upwards of about $5,000. 


They Can Afford The Best 


These families spend millions of dollars 
every year on their children’s education 
clothing. amusements. etc Accordingly 
if you have a product or a service which 
should interest peop'e of this type. why 
not see to it that you get your share of all 
this money? You'll find that it is one of 
the easiest and quickest ways to make 
$a.es 


Ages Of The Youngsters 


One of the main features about the list 
is the fact that we have the ages and— 
in most cases—the names of these young 
sters. Naturally this enables you not only 
to limit your list to whatever ages you 
preter but to secure the additional inior 
mation as to the children's names 


Guaranty 


The list is guaranteed 95% correct and 
the great majority of the names are here 
in the East. Our new folder REPK tells all 
about the many lists of individuals which 
we compile A copy is yours for the 
asking 


INSURANCE DIVISION 


Investors Listing Company 
45 West 45th St. New York 19. N. Y. 











MAKE "EM LAUGH! 


Friendly prospects are easier to sell 
Make yours laugh with the Let 

Have Better Mottoes monthly sales 
promotion mailings. Unusual—effec 
tive — economical — exclusive. Write 
for samples and details 


FREDERICK E. GYMER 
2123 F. 9th St Cleveland 15, O 


HOW | MADE 


FOR MORE SALES 
THROUGH THE MAILS 
Use SAWOON ORDER-VELOPES 
end COMBINE-FORMS 
These Combination Order Forms 
and Return Envelopes Will 
Increase Your Mail Orders 


Write for Specimens Used. by 
Leading Mail Order Companies 
THE SAWDON COMPANY, INC 


484 Lexington Ave. New York 17 N Y 


lists and in making these lists generally 
available to list buyers 
Without in any way underestimating 
the value of the normal brokerage func 
tion, | wish it were possible for the 
National Counc 
direction ot 


to expand its acti 


tices in the improving 
uiling list practices 


tew vears ag 


», tor example, at one 


he mailer-broker dinners, the sug 


stion was made that the National 
| 
| 


keep a careful record of lists 
were reported as continuously 
notoriously bad The object here. 
urse, was that such offenders might 

be eliminated trom the list market 
Noth ng was ever done, so tar as I 
make effective even this 
minimum necessary proposal. It does 
seem to me that the list brokers are 


in a position to remedy such intolerable 


1 
AnOow, to 


situations via a candid exchange of in 
formation with list renters. 

With certain outstanding exceptions, 
it is my opinion that this forthright 
ness which might be expected from the 
ndividual brokers and from the Na 
Council has not been forth 
coming. 


tiona 


Possibly the brokers feel that they 
would be taking up too much time in 
normal sales solicitations if they were 
to embark on some list-by-list reporting 
ind analysis; let me assure them that 
so far as Time is concerned, we want 
all the information about individual 


lists that we can possibly obtain. 


Exchange 
Because many list renters have ielt 
somewhat discouraged about lists zen 
erally available through rental channels, 
there has recently been, it seems to me, 
in increased trend to the exchange of 
lists as between colleagues and com 
petitors in the same field. I don’t know 
whether an extension of such an ex 
change policy would prove to be a good 
or bad thing in the long run. But the 
extension of such a policy points a warn 
to list owners and list brokers to 
n house repeatedly in their own 


protection. 


3. Direct Purchase 
ertain areas of the list market 
is been impossible to obtain names 
er through brokers or by exchange 
of names, and in such cases many list 
users turn to direct purchase or special 


irrangement w th list owners for ex 


+ Compilations 
We have recently turned with in 
creased imnterest to the question of 
saturation coverage of various list areas 
1 st compilation 


There are certain weaknesses in so 


doing. The first being, of course, the 
lack of qualification of the names in 
volved as mail order buyers. Another 
weakness is the fact that source material 
tor such compilations is largely avail 
able in printed directory form and 
such directories are frequently out 
dated by the tme they are printed 

In spite of these weaknesses we feel 
that certain segments of the population 
ire so Imm px rtant to us that we 
want to reach each and every in 
dividual within those segments with 
our material, and to do so we must 
turn to exhaustive list compilation 

As part of the compilation picture, 
we have noted with considerable inter 
est and some concern the recent ten 
dency on the part of some of the mailing 
list brokers to emerge into the field as 
list compilers. As an end in itself this 
practice might not be bad; but it is sub 
ject to abuse, and carried too far may 
well represent a distortion of the nor 
mal brokerage function. 

We have already seen some evidence 
in this direction in terms of list brokers 
who pull hardest for sales on lists 
which they have themselves compiled 
at the expense of list owners whom 
they represent; and even at the expense 
of the list renters who expect something 
in the nature of unbiased opinion from 
reliable brokers. 


>) Use of House Lists 

Time Inc. has had a remarkably suc 
cessful record of usage on its own ex 
piration lists. By that I mean former 
subscribers to Time, Life and Fortune 

Of course, success with the use of 
these house lists is a real tribute to the 
standing of our editorial product in 
the eyes of our customers. 

A key example of this was the sale of 
% million or more copies of the 
Life War Book sold almost entirely 
via low pressure house list solicitation. 
A half million $7.50 and $10 books 
largely sold as a result of a very brief 
house list sales campaign sort of makes 
book publishing history. 

I think the moral to that story is 
that if you sell the right customers 
initially by direct mail; and keep them 
sold by the integrity of your product, 


you need never tear for your business 


I have attempted to indicate here 
certain problems, advantages and dis 
advantages in the five normal list prac 
tices. Unless you do so sharply define 
each of these practices as related to 
your own specih« product, some con 
fusion, overlapping and duplication 
must inevitably result in your mailing 


program. 
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Should We Create an Audit 
Bureau of Mailing Lists? 


I have long felt that the use of mail 
ing lists is similar to buying publication 
circulation, i.e., you are buying a pur 
chasing audience in a given market 
area. 

In a way the list owner is comparable 


to a publisher; the list renter is in the 


position of the advertiser; and the mail 
ing list broker, albeit in a somewhat 
far tetched way, is in the position of 
the advertising agency. 

This triumvirate of list owners, list 
renters and list brokers has much of 
mutual advantage to gain from an inter 
play of information, ideas and respon 
sibilities in the whole field of direct 
mail and mail order operation 


lat 


It seems to me that our immediate 
joint responsibility in this connection is 
the improvement of mailing lists—the 
prime problem and indeed the “Achilles 
Heel of our Billion Dollar Industry. 
I would, therefore, like to place this 
suggestion for remedial action betore 


you 


Some years ago when advertisers, ad 
verluusing agencies and publishers were 
faced with the same sort of situation 
that prevails in direct mail today, they 
decided jointly to create that most val 
uable organization known as the Au 
dit Bureau of Circulations 

In those early davs ther 
same conflicung reports 
lidity of publication circu 
today with regard to mailing 

The extent of circulation, 
rs, subscrip 


reader, location of subscribe 
tion acquisition process, subscription 
rates and premiums—answers to all o 
these questions were frequently typified 


by misinformation, lack of information 


and spurious claims. The simple step 


for an auditing procedure 
ended this chaotic condition and estab 


} 


of providing 


lished a firm base upon which 

he vast publishing and 

business which exists in the | 
It is my proposal that the Direct Mail 

Advertising Association 

Council of Mailing List 

Mail Advertising Serv 

and similar interested org 

merge forces today for the 

an Audit Bureau of Mailing | 

jointly financed and operated 


By so doing, today’s 


yre 
ness might be turned to 
yreatest strength. 


Thank you foi listening 
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£3 for Guaranteed Savings on 
Y Rebuilt Direct Mail Equipment! 


Siachine & Gasieme GR. for th 


u direct mau 


MAC WEBENDORFER 
$5800 


MIMEOGRAPH 
Model 92 $450 


Also Available 
at Low Prices 
ADDRESSOGRAPH 

Model 2700 $350 


M 


NOTE: We pay top cash prices for all types 
of office machines and direct mail equipment 


ADDRESSING MACHINE & Equipment Co. 
326 Broadway * New York 7,N.Y. * HA2-6700 











1,000,000 PIECES PER WEEK that’s our present 
acdressing and mailing capacity Because of our 
unique location, mass mailers can buy our exceptionally 
fast and flexible service at very low cost. Currently 
processing for mailers as far from Knoxville as San 
Francisco at substantial savings. Since the George R 
Bryant Co. Inc. has acquired exclusive ownership of all 
our mail order lists, our 8 year old business is now 
devoted entirely to the addressing and mailing end of 
direct mail. So contact Bryant Offices in either New 
York, Chicago or Los Angeles for the lists. Write us 
for addressing and mailing quotations 


‘Dan’ Shone: ALLIED AGENCIES 


1202 Bernard Street KNOXVILLE, TENN. Phone 4-3116 














ANOTHER REPORT ON 
THE LOST CUSTOMERS 


And How to Get Them Back 


Texas 


reporting 
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ajor 
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de escalators 


ok allies at work 


Vators, shopping ser 
conveniences to attract 
customers patronage 

we supply 
charge iccounts 


the well known 


——— 


1an cash buyers 
Secondary reasons 
motion nclude 
1 Ste ady nortal 
accounts to sugg 
1 Variety ot 
tain and u 
tion t is necessary 
called “dead accounts” contit 
life expectancy ol th i\ re rg 
account 1s considered I yu BOOKLET 
years | r activ 
accounts at 
tor every 100.000 acc 
Theretore toma " 
pol. ipcopee we é' are ws Hamilton Text and Cover Papers like the very devil!”’, for example. It 
cote of 15 = " provide an exciting background for is a short editorial on personal sales- 
wcounts, 10 , ' , promotional printing. They are manship. If it had been sent out by 


ind 5 
+ 


designed for just that purpose, and a sales manager to his men on the 


us would are used by top printers all over usual mimeographed sheet, it would 
hould b America for attention-getting have made no impression. But nicely 


10 ' rt > . > 
{ mort booklets, brochures, portfolios, printed on four pages of white Text 


\ spec n 
hould mac ( lirect-mail advertising 
ee . : gait : . soft green, and printed in two 
These beautiful papers offer tex- 
colors, it has become a major item 
ture and pattern—an interesting 


) ~eme “very n of 
announcements-——every kind of Paper, bound in a Cover Paper of 


ounts 
num fr 
Chere ster le surface. They offer color—a wide 
mortality rate oa ‘= t r - choice of delightful shades to indi- 


on many a salesman’s list of 

“must reading.” 

vidualize your printed piece Hamilton Text and Cover Papers 
Take the bookiet “How to work help get your message read. 


AMILTON PAPER 


W. C. Hamilton & Sons, Miquon, Pa. 


Offices in New York, Chicago, Los ‘ngeles 


Fill in this coupon for a free copy of “How to work 
like the very devil! Quantity reprints, with your 
imprint on the back cover, available at cost 


Please send me the booklet *‘How to work like the very devil!” 


Name 


assures 1 Fum Name 
new accoul 


growth 
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rea. While we cannot of different quality grades. Only when 


Does Anybody lo \ out sales promotions on charge a cancellation w as received did the 
t t follows that we must use Flamingo Rose Farms (not correct 

HATE Gravy? Y f assuring a steady growth name) go to work with letwers. 

Not when it comes to gravy rt large \ lin through a most effec Here is the standard first letter 


s continuous promo 
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extra 
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ind small department 
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selections 
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store sales volume. Once Just a selfish, worried, we-we letter 
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ua Here's what Rick told his new « 


tion that the It seems that your “cancel untl 


tis Db 


rent 


contre 1, ! promotton of ax irther notice” customer is in a differ 

D-R SPECIAL LIST BUREAU ccoul s als recessity which f ; than the socalled inactive 
, mucl ) f merchan ist n most businesses Your 

DIVISION of DICKIE-RAYMOND caising ‘ $s pr l UAality cu ver has not just drifted quietly 
521 Fitth Avenue, New York 17 sta ra dvertising, { . n wi vay been forgotten—he has 
80 Broad Steet, Boston 10 I iS} s r devi re c 1 positive decision and told 
National Council of Mailing t ttract id hol ner you flatly that he has finished trading 


List Brokers | So, it 
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appears, the usual 











reminder’ methods of winning old 


customers back will be quite ineffective. 


FF EP i aS 


for 
faster 
addressing 


: arr 
To do any good you will probably have 


groaning to be more direct than that, more per 


sonal handle each case on its own 

livid merits 
The job to be done then, is to dis 
cover the appeal idea and method which 
old triend Hay will get the desired results from each 
ind direct mail | dissatished customer. It will 
uce Street, Tampa 





take some experimenting—because no 
valuable suggestion waly can say a letter or other direct mail 


get our agency friends around effort will strike a spark of action until 
A, emalilice ’ 
the smalle t is actually proven in use. And this ex 
» eee, oh ) : 
g through their files and rimenting won't be the usual thing 


lo nteresting 1 ‘ . ; 
il or interesting case his issociated with direct mail ‘testing 


o 
© 
© 
© 
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the problem faced. Then whether to use pink or blue stationery, 


OO i Ga ie te a 
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was tackled. What h ip or to choose between a one or two page 


makes 
2, 3 or 4 copies 
with ONE typing 


No Machines, No Stencils, 
No Attachments 


Use any typewriter | 
Write for FREE sample 


ge names and details (if ] Th s experimenting will be with 
ep conhdential ). To start he ap | ideas—to find what it takes 
k submitted a case f | the customer change his mind 
one ... showing all the art ordering again.” 
between him and his f he 1¢ letter which the 
n with the lost customer nt was asked to substitute for the 
ut must be briefed. And torm used. To be personally 
the story can be told now. (or automatically) typed. Enclosures, 
ose grower was worried 2 slips of 4” x 6” paper headed “Memo” 
rate of regular customer und an airmail reply form. 
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THE CAP THAT HIDES A SECRETS wo oi 


man’s well is more precious than the “gusher” topped by this cap . . . one of several 
over the pumps that draw crystal clear water by the billions of gallons from 4th 


of a mile below the earth’s surface! This sparkling clear water, assurance of clean 
paper, is fundamental to the reasons 


why Rising Paper is... Fine aper al its BEST! 








Ay, 


comprehensive camera tour of the Rising operation . .“Fine Paper At Its Best — and How It Gets That Way”. . is yours for the asking. Just write “Direct Mail Service.” 


® Fine Paper at its BEST... 


comes to you from the Rising Mill “a a 


») PARCHMENT * NO. 1 
INTRALACE TEXT x 


’.." in the scenic Berkshires 


PLATINUM PLATE 7 LINE MARQUE (25°, Rog) 
WINSTED VELLUMS AND BRISTOLS 


RISING R 


INDEX * RISING (25% Rog) BOND * 


HILLSDALE (2 Rog) VELLUMS AND BRISTOLS * 








Rising Paper Company, Housatonic, Mass. 
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From one position, the pressman is in complete control of this Harris 


front guides, fountain. He makes it respond to his 
requirements for quality and speed; his production record 
That's partly what we mean by pressman’s profit 

on the press : 


Plant owners and their customers also profit from Harris presses. De 
PROFIT! pendable production of top-quality work means more satisfaction, more 


jobs and more business all up and down the line 


You should know about the new, small Harris presses. Write today 


press — feeder, drive 


For the man is better 


HARRIS-SEYBOLD COMPANY cuvesno s. omic yn rere 


. 
tor everybodys pAYe 





get and hold cus 
satished just to sell 
| He also helps to sell 

n each organization on the 
+} 
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permissio 


cCOpyV contained 
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(no copies avail 
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“ 
your dir 
j up with correct cust 
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s John Wol 


yreatest sales 


And it costs 


want tol 
want to 


riends who « 
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Are the scenes at the left familiar? 
One girl at the Thomas Collator pic 
tured below can match the production 
of as many as four girls “gathering” 
manually. If this saving interests you, 
please write us for brochure “R” and 
the full story 


—— Col Later 


SPECIALISTS IN PAPER GATHERING 
30 Church Street New York 7 Digby 9-2270 





expand Y O U R opportunities for winning 


NEW MAIL ORDER CUSTOMERS IN VOLUME 


Dept. R-2 


osely Selective List Service 
38 Newbury Street, Boston 16, Mass. COmmonwealth 6-3380 


© , « List Brokers 








better 
production 
brings 

better results 


There's a best way to produce 
direct mail. — 

MASA members study the best, 
most effective, ways of produc 
tion; support research and fact 
linding: share knowledge of im 
proved methods. Their object is 
better results for you. When you 
try to “save” money with “cheap” 
production you tamper with re 
sults. 

To check the effectiveness of your 
production source 


Always say. “Are you MASA?” 


Mail Advertising 
Service Association 


18652 Fairfield Avenue 
+ . ) } 


Vetroit i Michigan 


AViiUilly 


MASA 











Write for your copy of our new 1952 
Envelope and ‘‘Mail-vertising’’ catalog—it is 
4 compendium of useful know edge on ‘*Envelop 
it it tells you how to use envelopes-—the 
right envelope fer a specific purpose Page 
4 and 5 will bet indicate how we can both 
ave and make money for you. thru your use of 
our products and facititie 











Direct Mail Envelope Co.. Inc 
15 West 20th Street. New York 11, NY 
Watkins 4-0500 








VD LIKE TO Write 


Sales letters 


all Special ‘new 
only 
Send today! 
James Henderson, Advertising 
Sherwood, Ohio 





A UNIQUE 
SERVICE 
TO 
LETTER 
SHOPS 
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DIRECT 
MAILERS 


Plate Pile 


Jobs Our Specialty 


Speedamoeut 


BREWSTER 


MAIL SERVICE CO 
1? East 42 St.. N. ¥. C 
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Let’s swap ideas 


Match your advertising ideas with 
these —and win a *50 Bond! 


Solves tough display problem 
with slick packaging! 


When we were ready to introduce to th 
market a washable kitten that glows int! 
dark, the method of getting display at 
the point of sale became a serious prob 
lem. If it was boxed, how would tt get 
displayed? If wrapped in cellophane 
would be placed flat on the 

Either method would require a 

card, and experience has show 

aren t always used by the reta 

lisplay this iwem was ck 

hinally conceived the idea of p 


loll on an individual display 


cutout easel back. In thi 
the dealer kept the ’ 
counter they were properly 

So tar, the merchandise is gett 
played wherever stocked. The 
Dest part is that tl ndi lual card costs 


less than a 


Zives the effect Of process we 
expensive plates —ar l 
mpressions We have been qui 
getting colorful eftects 
cost 
interest, W 
tive printing method 
Harry Tank 
M_J. Mertin Pai 


FREE! 1001 ways to cut printing costs! 


Would you like to owr 


contains practical suggestor 


ureatcr 

A booklet written ju tly with 
leas geared to todays printing prol 
ns? More For Y« uf Printing Do lar 


a booklet 


ist § available to you 


st. It offers to agency personnel 
buyers of printing, procedures tor 
ing excessive costs and inefficiency 
planning of printing. It tells you 

» ‘live with your printer and be 
happy! For a free copy, write on your 
siness letterhead to Kimberly lark 


Corporation, Neenah, Wisconsit 


How to save time and money 

with complicated type matter ! 
To save time and money in the prepara 
tion of complicated tables and catalogs 


se the type-stamping 
} 


system instead 
of having type hand set and electrotyped 
[he operator of a “type-stamping 
machine stamps words and numerals in 
any linotype face 
retouched photo, airbrush drawing, et 


us el minates Surprinting on negatives 


almost directly onto 


te making. When a table has beer 
pletely typestamped 


and the artist 
has ruled in the lines, you simply order 


In case of errors or Corrections 


mped On a piece ot 


and paste over the 


cr 


“WE 


é for re-opening torms 
and paying tor costly hand composition 
Parker-Kalon Corporation, 


York, New York 


Do you have an idea to swap? 
Tell it to Kimberly-Clark ! 


All irems become the property ot 
Kimberly-Clark. For each published 
item, a $50 Defense Bond will be awarded 
to the sender. In case of similar contribu- 
tions, only the first received will be 
eligible for an award. Address Idea Ex 
change Panel, Room 997, Kimberly 
Clark Corporation, Neenah, Wisconsin 


Kimberly-Clark Corporation ............ 


Quality Machine-Coated Printing Papers 


Hifect* Enamel 


Lithofect* Offset Enamel 


Trufect* Multifect* 
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NO MORI SE FOR BARBS 


livn Was success V 


SELLING HUMAN 
MERCHANDISE monet fio 


A Report by Wayne Bishop 


THE RESULTS: HEAVY AND IM 
MEDIATE RESPONSI 


IN IWAS AGENERAL AGENT 
FOR A LIFE INSURANCE COM 
PANY IN) THE CENTRAL PART 
Ol S A. MY FAMILY AND I 
WANTED TO ACCOMPLISH TWO 
THINGS AT ONCI 


MAIL WAS THE MEDIA 
rO ACCOMPLISH BOTH 
TING FRUITFUI 
ews at the VP's 


SC 





ANYTHING AND EVERYTHING 
Fr th ! n ) 
BARBS 


it i\ D I “ 





Wayne Bishop .. . 


REPORTER'S NOTE: In January Reporter 

we showed you the unique memo form used 
by Wayne Bishop. Manager. Sales Promotion 
Pacific Mutual Life Insurance Co., 523 West 
Sixth St.. Los Angeles 55. California. Repeat 
ing the illustration here because another re 
port has come in. We had written asking 
why the miniature postmark showed Little 
Rock. Arkansas instead of Los Angeles 

how the “Barbs” idea got started. etc. The 
answer is just about perfect as an answer 
It also reveals an intensely interesting experi 
ment in direct mail. Says Wayne in an ac 
companying Barbs The power of direct mail 
is what you make it. It can accomplish most 


anything 
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A REPORT 
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First personal letter received by The Reporter in “Square Span” typing came from John 
Sweeney of Sweeney Insurance Agency, 205 South Fourth Street. Lowisville 2, Kentucky 
saying he got idea for his new blotter from our Short Notes. But John Sweeney's blotter il 
lustrates one of the cangers of “Square Span.” Thought groups must actually be thought 
groups. Don't mix them by ending one block wth “of” or “to” or “some” which must 
continue to the next block Each block should contain a phrase or group of words which 
create a mental picture. Is that clear? 


ed without 
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Anyone can produce beovtiful 
plastic bound books in 

these 2 easy steps: 

a | 


Punch sheets and covers of any size or 
weight, quickly, occurately 





copy ($1.50 per . 
Worth every cent of & 
ndensation ; rh ’ Bind up to 250 books on hour with colorful 
condensatior oO 4 : GBC bindings— ie" to 1V¥_" diometer a | 





by Jack I len ot Ohio . S 


asthe magazine (a cable NOW... you can vo 
SS PLASTIC BINDING 


THIS STRIKING PLASTIC BOUND RIGHT IN YOUR OWN OFFICE 


PORTFOLIO-PRESENTATION — Bind all sizes of loose pages— any printed 
FREE or duplicated material with compact 

Get your personalized edition a GBC plastic binding equipment in 
wealth of facts and ideas. You'll a matter of seconds. You'll add prestige, 

re ve © cost the complete ap- 

9 eeet eteis alenn with color, utility, attention-compelling ap- 
es of mo » plastic pearance and increase the effectiveness 

on. The and life of your literature. Pages lie per 

+ sae 2 gfe renerhegysie feetly flat may be inserted or re 
erent, popular , 
plast moved any place in book. Save money, 
" too. Anyone can operate 


GET YOUR FREE PORTFOLIO-PRESENTATION NOW 


PLATITUDINOUS plese , GENERAL BINDING CORPORATION 


Dept. RD-2 812 W. Belmont Ave., Chicago 14, Ill. 


BANALITIES \ Please send me at once my free plastic bound 
. R skoft ats PORTFOLIO-PRESENTATION that includes prices 
joe Kussakoti s definition of ! ; 

: : and applications and 2 FREE handy Memo Books 

seems to be a good I 1 P 7 
Th d | understand there is no obligation 
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ADDRESS 
GENERAL BINDING CORP., Dept. RD-2 
812 W. Belmont Ave., Chicago 14, lil. 
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ae P. Bott, Jr., 64 E. Jackson Chicago 








POSTAL CARDS PAY! 
POSTAL CARD 
HOUSE ORGANS 
a bu 6 on + will. - na } 
t — y led 
. Y ( 


} ORVILLE E. REED 





Howell, Michigon 








that sell more, faster 


Industrial List Bureau 
45 Astor Place, New York 3, N.Y. 
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. SALES MESSAGE 
and SAMPLE PRODUCT 


arrive together in... 


When you mail a sample of your prod- 

uct with a sales letter — you'll find that 

Bag-Velopes will 

@ SaveTime -—easy to pack —no 
tying, taping or 
labeling 

@ Save Money —no costly boxing, 
wrapping or twine 

@ Get Attention—because both letter 
and sample are 
received at the 
same time. 


Send for samples 


CURTIS 1000 INC. 


4 . 26 e ette St NW 3206 Polk 
HARTFORD. CONN ST. PAUL, MINN CLEVELAND, O ATLANTA, GA HOUSTON 








nas 
editorial 
d read it 
the editor and 


onest dvertisers 


t because they 


ulers trust of 


ediito 
ufl demands he weakens and 


possibly destroys that delicate editorial 


every 


iver 
17<¢ invone advertis 
cluded) who does anything wt 


our honest 


opinion har direct 
rtising is s ld tor exactly what 
u ace surrounded 
ndable, readable ed 
material 
don't ha 
ship ot Tue Reporter by 
that time should ever come 


readersh p will fa disappe ired 


POSTAL NOTES 


n this and 
postal situation. 
nportant things to oc 


« Kept 


! Wash 

stated that Post Off Depart 
claimed it had received only one 
complaint about 10°. surcharge on pur 
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: | 
chases ot 50 or more postal cards. The 


reporter vering that news must have 


in elevator operator. Ac 
to reports and carbons reaching 
. the number ot kicks has alarmed 
post ofhces and Congressmen 
Some bills have already been 


duced to repe il the silly 
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tory surcharge. We'll report later 


The Post Office is getting the worst 


“press” in its history. Items and col 
umns galore about how postal rates are 
going up while the service slides 
rapidly down. It is serious 

Third class mail is taking a beating 
n many Post Offices. We have warned 
( house 


December mailers magazine 


editors particularly) to make plans for 


earlier mailings next year. It was as 
tounding how many Christmas Greet 
ing issues arrived after January Ist. 
Last one to reach Reporter office came 
on January 16th. 

Some of the letters to 
and to the Postmaster General are so 
hot they are unprintable. Ong 
sent a present of a necktie 1 rope 
Perhaps the best and hottest (but sober) 
letter was written by Ed Collins (one of 
first officers of DMAA) President of 
Advertising Golf Ball Corp., 480 Lex 
ington Ave., New York 17, N. Y. He 
processed his 4-page letter and sent cop 
i¢s to about 100 trade magazine and 
newspaper editors. His fireworks are 
even more crackling than 
Write and 


Postmasters 


fellow 


those of 
George Dugdale ask him 
tor a copy. 

Cases are being reported of legal 
evasion of the 10°. surcharge on postal 
cards. AP carried the how 
Bob McCune of Paramount, California 
saved $50 by having three employees 
buy 25,000 cards, 49 at a time. Took 
Milton Wish in Los 
Angeles made 89 separate transactions 
at his post office himself 
8 bucks. We hear it is happening all 
over. 

And should see the silly ac- 
counting system forced on the postal 
clerks. The window men are charged 
the 10 extra for each lot of cards 
placed in their custody. Cards are 
separated by paper bands in packages 
of 50. When selling less than 50 
the clerk must remove the paper band; 
date and initial it; place it in cash 
drawer. At end of a set period he 
counts the bands and turns them in to 
the cashier’s office for credit at 10¢ per 
band. Playing paper dolls! No wonder 
postal clerks (though they won't talk 
publicly) are disgusted. No wonder 
the morale of post office system has 
deteriorated, adding to the confusion 
and delay in the mails. 

And talk about confusion 
ofhces at first refused to take 
mailed under bulk 1¢ minimum rate. 
Sent them back for postage 
Mailer had to go to post office per- 
sonally to explain the law. You can 
mail same size card as a postal for 
I¢ bulk rate if you do not print the 
word Post Card on it. If you print 


story of 


8 man hours 


ind saved 


you 


some post 
cards 


more 
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Post Card, it’s 2¢. It you omit, it can 
be 1¢. And some of the post offices must 
not be watching their cancelled cards. 
We've seen several old penny cards 
cancelled as late as January 8th without 
idditional postage. 

There is no way of telling just yet 
how much of a drop there has been in 
postal card volume. Very 

except for club announce 
meats. Al Hoffman of Reba Martin, 
Inc., Miami, Fla. tells us that more than 
50°% of their retail customers (formerly 
monthly postal card users) have au 
thorized change to 3rd class bulk mail- 


few in our 


mal 


ings. 

This reporter hopes all of you will 
continue to write to your Postmasters 
(the letters go to Washington) and to 
your representatives in Congress. You 
may be able to create a miracle. Don’t 
be afraid to kick about service . . . if 
you have a legitimate kick 

But we predict that real kicks will 
come around July when business 
men wake up to the fact that they are 
paying a higher rate for third class 
mail than the rate enjoyed for same 
service by unions, charities and non- 
all kinds. Post office 
is already taking steps to bar from the 


proht groups ot 


exception rate the phony charities which 
work through contractors and send un 
ordered merchandise as gimmicks to 
force contribution. 
Only good item for this report 

our old friend Ralph Harden has in 
vented a calculator to make figuring 
easier. <A circular 


which 


parcel post rates 


plastic disk affair sells for a 
dollar. Only shipments originating at 
New York Post Office are on present 
model which you can get by sending 
i dollar to Fast Mail Company, Box 
999, North Attleboro, Mass. But Ralph 
tells us special disks for others of 100 
largest cities will be ready soon. 

RePorTER 
carbons of any letters you write about 
the “postal We file 


under “M” mess. 


Continue to send to Tut 


situation.” ‘em 


meaning 


SKILLFUL 
PUBLIC RELATIONS 


Every mail brings us a batch of press 
The has increased 
We read 


releases amount 


enormously in past few years. 





FAST AUTOMATIC 


ELECTRIC 
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It staples automatically 
instantaneously . . . as 
fast as you insert the work. 


No time lag. No motor, no 
hand or foot controls. 


Standard type staples Reload 
from the front without removing a 
single part 


Portable weighs only 12'2 pounds 


Write for illustrated folder and spe- 
THE STAPLEX CO., 
N. Y 
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DIRECT MAIL DIRECTORY 


LISTINGS ONE LINE PER ISSUE, $10.00 PER YEAR 
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ADDRESSING TRADE 
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SHORT NOTES 


over the big ballroom of the Biltmore. 
Inside . . . fourteen separate sheets by 


as many New York typographers giving 
their graphic art interpretation of Frank- 
lin sayings. Should go down in history 
as one of the finest examples of perfec- 
tion produced by the printing industry. 


NEW HOUSE MAGAZINES seem to 
be popping up around the map. Reflect 
ing. no doubt, increased need for more 
aggressive selling. Norman Brucks of 
Farris Engineering Corporation, Pali 
sades Park, New Jersey sent us his first 
issue of a four-page “Blow Down” for 
Farris representatives. Typewriter off- 
set composition. Brief and well written 
notes about sales developments. Twenty- 
four items covered in first issue. Nor- 
man is willing to swap with editors. 


PENNSYLVANIA DUTCHMEN who 
remember the wonderful tangy dried 
corn dishes prepared by their grand- 
mothers might like to know about this: 
It's been practically impossible to buy 
old-fashioned dried corn in stores (ex- 
cept in some Pennsylvania towns). But 
you can now get it by mail. Write to 
Ralph C. Gable. Martin H. Cope Com 
pany. Rheems. Lancaster County, Penn- 
sylvania. Ready-to-serve “evaporated 
sweet corn” can be purchased in case 
lots (24 cans) for $3.75. plus shipping 
charges. It's delicious. 


NEW POSTAL CHARTS are now 
popular. Many producers and suppliers 
are trying to condense the new postal 
rates and regulations into understand 
able tables and instructions. One of 
the best we have seen so far is an 
8x11, three-wing affair produced by 
the Atlanta Envelope Company. P. O. 
Box 1267. Atlanta 1. Georgia. Covers 
everything except second class. It is 
readable and understandable. As long 
as the supply lasts you can get a copy 
by writing to David Goldwasser. 


THE FIRST ENVELOPE. according to 
Harlan Whitman. sales promotion man- 
ager of Curtis 1000 Inc.. Hartford 6. Con 
necticut was developed in ancient 
Babylon . .. a sort of pie crust roll of 
clay was wrapped around the heavy 
tablets to protect the inscribed baked 
clay message inside. Curtis 1000 is 
celebrating its 70th Anniversary in busi- 
ness ... so Harlan put historical facts 
together in a bulletin. Until 1840, en- 
velopes (as such) were not used. Post 
age rates depended on distance and 
number of folded sheets used. With 


tne advent of single rate postage in 
England the Mulready envelope 
came into being . . . the ancestor to all 
stamped envelopes. 


A PORTABLE DUPLICATING AND 
ADDRESSING KIT is being distributed 
by The Heyer Corporation. 19850 South 
Kostner Avenue. Chicago 23. Illinois. 


Looks like a handy little outfit for 
clubs or local merchants with a small 
list. The portable printer (about the 
size of a hand camera) accommodates 
a stencil about the size of a post card 
for typed. written or drawn mes 
sages. The portable addresser uses 
the principle of typing addresses on a 
roll of paper from which one hundred 
or more impressions can be made on 
cards or envelopes. We understand 
even some of the larger lettershops 
have installed these or similar low- 
priced addressers when the number of 
runs on a list is not sufficient to warrant 
the cost of more expensive plates and 
stencils. If interested. get complete 
details from the manufacturer. 


eve 


SAYINGS trom Smith Envelopes 
(2460 E. Grand Blvd.. Detroit 11, Mich.) 
is the name of a combination wall plac 
ard and h.m. issued monthly by Presi 
dent Frank Tullar. On one side is a 
display slogan to hang in office. This 
month, it read—“You are not what you 
think you are; but what you think 
you are.” On the other side of 4'/2" x 
11” bristol sheet is Smith's Corner Card 
with two columns of small type and 
illustrations putting over jokes (with 
just a little business thrown in). 


INFORMATION BULLETINS are 
mailed once a month by Radio Station 
KFRO. Longview. Texas (ABC affiliate) 
to local area advertisers. Just a single 
mimeograph sheet, legal size with 
standard heading. “Radio Gets Results 
for Retailers. Each issue highlights 
news in four or five brief. fast-moving 
items. Keeps advertisers in touch with 
what's going on behind the scenes in 
radio. Well done. Station president 
James R. Curtis might supply samples. 


TOM MCcELROY, well-known direct 
mail expert. did a wonderful job in 
promoting Christmas gift subscriptions 
for The Catholic Digest. 300 Park Ave., 
New York 17, N. Y. 

By means of direct mail alone to 
their own subscriptions, as well as by 
the use of a bind-in in the magazine 
itself, more than 75.000 Christmas gift 
subscriptions at $2.50 each were sold 
from a magazine circulation of 525,000 
No outside lists of any kind were em- 
ployed. It is estimated that the sub- 
scriptions were obtained at a selling 
cost of about 25¢ each. That's good. 


WHOOPS! The Children’s Record 
Guild of 27 Thompson Street. New York 
13. N. Y. recently mailed a form letter 
which started: “Dear Parent: With your 
permission. | am going to send your 
child FREE a new two-record album. 
etc.” Nothing particularly wrong with 
the letter, but the sample sent to us was 
addressed to and received by a Miss 
Elsie M. Roberts of Chicago. Scott Rob- 
ertson of Robertson & Buckley. Inc.. 57 
East Jackson Boulevard, Chicago 4, Illi 
nois. who sent us the sample. thinks 
there is no excuse for sending such a 
letter to a “miss.” We agree 


FRESH BROOK TROUT by mail are 
now available ...and good. A fasci- 
nating direct mail case history. Colin 
Thomas of Baltimore was an investment 
counselor ... but became interested in 
fish. Before he knew exactly what hap 
pened to him, he possessed a trout 
hatchery which he calls The Green 
Spring Company. Inc.. at Newville 
Cumberland County Pennsylvania. 

Ford Times,” (h.m. of Ford Motor Com 
pany) gave Mr. Thomas a fine write-up 
in October 1951 issue. and recently this 
reporter had a chance to meet him .. . 
and sample the product. Game trout 
are taken from water (after you order 
by mail for specified arrival date). 
Within fifteen minutes they are cleaned. 
inserted in individual plastic envelopes 
and frozen. Your order is packed in a 
specially designed cardboard creel with 
dry ice and shipped special for guaran 
teed delivery. Clever illustrated direc 
tions for cooking and boning. A camp- 
fire treat in your own home. For an 
education in skillful mail order handling 
write to Colin Thomas for his literature. 


WATCH for a fine article next month 
by Jules Paglin of New Orleans on prob- 
lems of manufacturer-wholesaler-retailer 
relations 
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BY THE MAKERS OF HAMMERMILL BOND 
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... Says The Agency Art Director 


I've learned this . . . on the press, art comes to life 
or falls flat on its face. That's why | consult graphic arts 
experts on every detail, including paper. 
Speaking of paper, my offset reproduction team 
and | agree... Ticonderoga Offset always 


brings out the best in our work.” 
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TICONDEROGA OFFSET 


Make your next lithograph job the best you ever produced. 





True black & white and color reproduction fine ink affinity 
. with sharp, clean results .. . you'll get them all on 
TICONDEROGA OFFSET. And you'll save money, too. 
Printers everywhere respect TICONDEROGA OFFSET for its / 
thoroughbred performance International Paper Company, Pys Off ! 


220 East 42nd Street, New York 17 
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